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seaweed industry 


Shrimps 

The shrimp trade—a big business 
for developing countries 

Shrimps and prawns—a growing 
market in Western Europe 


Spices 

The international spice trade: 
export opportunities for the 
rural sector 

Spices—a nontraditional export 
for micro-economies 


Textiles 
The importance of fashion in 
textile marketing 


Tools 
Tool trade strong and expanding 


Vegetable oils 

STC’s market intelligence system 
for oils and oilseeds 

Expanding mutual trade in 
vegetable oilseed mroducts 


Vegetables, vegetable 

Key export openings for certain 
fresh fruits and vegetables 

Dehydrated vegetables—careful 
marketing required 

Handling fresh tropical produce 
for export 

The Gulf states—ripe for fruits and 
vegetables 


Wood 

Marketing prospects for wooden 
household furniture 

Wooden building materials: 
attractive openings in Middle 
East market 


XIX/3 July-Sept 83 p. 


XXI/1 Jan-Mar 85 p. 


XVIII/2 Apr-June 82 p. 


XX/2 Apr-June 84 p. 
XVIII/2 Apr-June 82 p. 


XIX/1 Jan-Mar 83 p. 
XIX/1 Jan-Mar 83 p. 


XVIII/3 July-Sept 82 p. 


XVIV/3 July-Sept 81 p. 


XVII/2 Apr-June 81 p. 
XVII/2 Apr-June 81 p. 


XVII/4 Oct-Dec 81 p. 
XVII/4 Oct-Dec 81 p. 
XVII/1 Jan-Mar 81 p. 
XVII/1 Jan-Mar 81 p. 


XX/i Jan-Mar 84 p. 


XVIII/1 Jan-Mar 82 p. 


continued from page 5 


down (SKD) items. Among the reasons for this 
are that bicycle assembly is a comparatively easy 
operation, freight costs are lower for bicycles 
in the knocked-down form than for the assembled 
product and some importing countries favour 
local assembly as a means to increase employ- 
ment. Some bicycles are also traded in the “un- 
finished” state and must be welded, painted or 
chromo-plated in the importing country. 

A few markets are major outlets mainly for 
bicycles rather than components (for instance 


Sweden and Denmark). Most of the leading mar- 
kets for this product line, however, buy primarily 
components (for example the Federal Republic of 
Germany and Switzerland). The United States is 
an exception, in that it is the world’s leading 
market for both types of products. Some coun- 
tries purchase components exclusively, such as 
Taiwan Province (China). 


World production 


Estimated world production of bicycles rose 
from about 50 million units in 1976 to around 79 
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